Abstract: The aim of this paper is to determine, based on theoretical and empirical research, whether and to what extent the application of the social responsibility concept in e-
Introduction
Previous research in domestic and foreign scientific and professional literature (Đurković et al, 2013; Cruz, 2008; Salmones et al, 2005; Clark, 2000) indicates increasing attention given to the concept of social responsibility in ecommerce and marketing, in the last decade, by the professional public, business entities, consumers, employees, etc. Most authors (Matten, Moon, 2004; Anderson, Srinivasan, 2003; Srinivasan, 2002) reached a consensus that such way of business conduct places a consumer and his/her satisfaction at the centre of all business activities of companies. When it comes to corporate social responsibility in e-commerce regarding on-line promotion of tourist services and destinations, having summarized a number of scientific studies (Salwani et al, 2009; Werthner, Ricci, 2004; Morrison, King, 2002) it can be concluded that prevailing papers deal with the integrated approach to social responsibility, international marketing, and customer satisfaction.
In this context, online advertising as a basic element in e-commerce provides a wide range of potential consumers with access to up to date, comprehensive and personalized information (Lee, Turban, 2001 ). However, since services cannot be checked before on-line purchase or booking, potential customers need all information on the website of a tourist service company to be up to date, accurate and relevant, so they can be sure that purchased services will satisfy their needs and desires. The problem lies in the fact that information placed on-line are often not completely accurate and current, and companies promise more than they can realistically offer to a potential customer.
Therefore, this study aims to analyze the moral and social problems that are subjectively and objectively present in e-commerce in online promotion of tourist services, as well as in relations between tourist and service organizations towards market participants, costumers, the public, the state and society, at local, regional and international levels.
Literature review
Social responsibility is a complex concept that involves the relationship of man to society, but also to himself. Dawkins defined corporate social responsibility (CSR) as a set of corporate responsibility, which includes economic, legal, ethical, and philanthropic responsibilities that companies undertake to conveniently coexist with its customers, market and shareholders (Dawkins, 2008) . Due to complexity of the phenomenon of corporate social responsibility, some theorists differentiate four structural portions of this concept. According to them, corporate social responsibility should include: 1) ethical -philosophical part (so-called Corporate Social Responsibility -CSR1), 2) actual actions of managers aimed at interest of society (CSR2), 3) all business decisions must be based on ethical and moral values (CSR3), and 4) the process of making business decisions and corporate management must take into account religion, social issues, science, etc. (Garriga; Mele, 2004, str. 52) . We can conclude that social responsibility includes several elements, and also it is possible to distinguish several types of responsibility within the given term, such as moral, legal, and social responsibility (Maric et al, 2011) .
In addition to the above, the authors Thomson, Arthur and Strickland (Thompson, Arthur; Strickland A.J.; Gamble John) point out that companies truly committed to social and ethical management, tend to make socially and morally responsible behaviour as a fundamental component of its corporate culture (Thompson et al, 2008) . The importance of integrating social and moral standards in business activity consists of a positive effect on long-term strategic success of a company. In this way, the creation of this kind of integrity is encouraged, which implies respect for customers, other companies, employees, competitors, society and the state.
When it comes to the perception of the concept of social responsibility in ecommerce, the authors (Morsing, Schultz, 2006) believe that socially responsible behaviour implies that companies by on-line ads of their products and services actually present what they can provide, by promoting only the actual values and characteristics of their products and services. The most sensitive segment of e-commerce, according to Kracht and Wang, is the sales and booking of tourist services, because they cannot be seen and touched, so the overall customer's knowledge is based on the information provided on the websites of the tourist service companies (Kracht, Wang, 2010) . The basic tension lies in the fact that potential customers need adequate information to make a correct decision about their purchase, while, on the other hand, due to tougher competition and struggle for profit, on-line advertisers are trying to sell only the information that is sufficiently attractive and appealing to encourage the potential customers to make a purchase. A key question of the research is to assess how customers react to such form of commerce.
Research methodology and data
Bearing in mind the mentioned theoretical aspects and basic research question, null hypothesis Ho reads: application of the concept of social responsibility in e-commerce brings benefit to on-line advertisers, such as customer's satisfaction and customer's loyalty.
In order to test the established hypothesis, a quantitative, transversal research was conducted among global users of on-line buying and selling in the period from February to May 2014. Interviewed users are from Serbia, Turkey, Egypt, Italy and Spain. The survey was performed by a questionnaire, which included questions on how customers are informed about the concept of social responsibility, the assessment scale of customer satisfaction with tourist services, and preferences of the way of on-line purchase and booking of travel arrangements.
CAWI (Computer Assisted Web Interviewing) was used as a survey technique. The survey involved the tourist services users who voluntarily agreed to participate. The survey was conducted in the following three phases: 1) data collection through survey created for research purposes, 2) sorting and grouping of data, and 3) data processing by statistical analysis.
The sample was non-random and appropriate and falls into the category of large samples. Statistical set according to research goal and available options included 409 users of tourist services (Table 1) . Majority of the sampled users of tourist services (Table 3) are women (62.3%), and then men 37.7%. The reason for such discrepancy is found in the fact that men are not in the mood for a survey and filling out the questionnaire, and that women pay more attention to details related to the quality of the services offered (e.g., accommodation, hygiene, price, distance from the beach, etc.). The results that were obtained through empirical research were processed by means of statistical analysis, SPSS software. Descriptive statistics was used for summarizing the collected data, which by tabular and graphical presentations of frequency and percentages provides description of the results obtained in our research. Inferential statistics was used to test the null hypothesis and determine the existence of correlation and causal relationships between variables. The correlation between variables, data of which are coming from a nominal measurement scale, was established by contingency coefficient, while the correlation between variables with interval level data is obtained by Pearson correlation coefficient. The effect of the independent variable on the dependent one is determined by regression analysis, for cases that had previously demonstrated a significant correlation. The correlation coefficient was interpreted in relation to the following classification of the intensity correlation:
 r from 0.00 to ± 0.20 indicates no or insignificant correlation  r from 0.20 to ± 0.40 indicates correlation of low intensity  r from 0.40 to ± 0.70 indicates correlation of medium intensity  r from 0.70 to ± 1.00 indicates correlation of high or very high intensity
Research results
How familiar the respondents are with the concept of socially responsible ecommerce and presentation of tourist arrangements was checked by a question that required a travel services user to explain his/her understanding of this concept (Table 4 ). The question was posed to all service users in all countries analyzed in order to verify if the understanding of this concept differs in the global market. Based on these results we conclude that tourist services users in all countries mostly do not know what the concept of socially responsible e-commerce is. The opinion that this concept implies true, accurate and timely advertising, buying and selling of tourist arrangements is shared by most (38.2%) travellers from Spain, while the largest number of travellers not informed (68.8%) are from Serbia. It can be concluded that there is no significant correlation between how passengers are familiar with the concept of corporate social responsibility in presenting travel arrangements and the country in which they live, as respondents provided equal answers in all surveyed countries. The next step of the research is to determine the percentage of respondents who collect information on-line (Table 5 ). There is a high correlation between countries and the way of obtaining information (p<0.01). Namely, it is evident that the users of tourist services in Italy gather information from web sites to a greater extent (70%), in relation to other countries. This percent is also high in Spain and Serbia amounting to 60% of passengers, while only 45.5% of passengers in Egypt opt for Internet, explaining the reasons for such low percent, such as lack of computer equipment, poor Internet speed, and lack of fundamental knowledge on information technology. The Egyptians in particular emphasize their cultural and religious ideology that prohibits the use of modern technology and the Internet for communication, thus preventing them to participate in on-line commerce. Similarly, passengers in Turkey explain that a slightly lower percentage (56%) lies in the fact that the Internet as a marketing channel is prohibited by religious and cultural norms, as well as in insufficiently developed technology in some parts of the country. The following information in the research concerns the request that users of tourist services indicate the reasons for (not) giving priority to information through the Internet and web sites ( Table 6 ). The table shows that passengers from Serbia buy travel arrangements on-line with greater certainty that all mentioned information are true and fully realized, compared to travellers from other surveyed countries. Average score with tourists from Serbia was 3.62 (scale 1-5). This opinion is shared by Italians and Spaniards with similar trust of 3.25 and 3.20, respectively, in the local tourist agencies, while travellers from Turkey and Egypt are very suspicious, with an average score of less than 3. The following research question concerns the characteristics of the website where customers have most recently bought or reserved an arrangement online, and the certainty that the company will behave in a socially responsible manner, i.e. that it will realize everything stated in its on-line offer. Linear regression analysis (Table 7) was used as a basic statistical tool which confirmed that in Spain and Italy the number of on-line tourist offers is a predictor of passenger's certainty that a specific tourist-service company will realize all the information presented in the web site. The coefficient β indicates that the contribution of a large number of arrangements is statistically highly significant, i.e. that a larger number of tourist offers presented on the website of a tourist service company means that potential users of tourist services in Spain and Italy will be more certain that the presented offer will be realized. In Serbia, a significant predictor is accuracy of information, while the number of tourist offers and good layout of the web site
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have no significant contribution to the trust passengers in tourist service companies. The results in the following table (Table 8) show that travellers from Turkey, Spain, Italy and Serbia do not buy travel arrangements on-line solely because of lack of trust in the accuracy of the information presented. Users of tourist services from Egypt stated that the lack of information about arrangements was the most common reason why they did not use this type of purchase, and the lack of computers, the Internet access, etc. It should be mentioned that in Serbia, travellers appreciate personal contact, i.e. recommendations, advice, etc. However, although there are slight differences in the reasons why travellers do not opt for on-line purchase, additional analysis has showed no significant correlation between this variable and the country where tourist service companies operate. In order to improve the socially responsible on-line trade, further research examined what would motivate the users of tourist services to opt for on-line purchase. Table 9 shows that all countries consider reliably accurate information presented on the website as a crucial factor. However, as the number of tourist offers and their precise presentation are found to be the predictor of customer's trust in the concept of social responsibility, tourist and service companies should take into account these two characteristics while presenting tourist offers on the websites. Consequently, it is necessary to formulate a model of socially responsible e-commerce and on-line advertising. Any company that implements the provided model would get some certificate that should be transparently published on its website. Another important research question concerns the satisfaction and loyalty of on-line purchasers. In this context, a point-biserial correlation was established to test the assumption that satisfied customers are loyal to a service company that has met their expectations (Table 10) . Answers in the variable relating to continued purchase of arrangements are coded so that a higher value represents users who would purchase again, while a lower value relates to travellers who would not.
Based on the obtained data it can be concluded that there is a significant and positive correlation between overall satisfaction with socially responsible presentation and re-purchasing of arrangements in the same company. In fact, travellers from all countries included in the survey are loyal to the company where they previously bought a travel arrangement, and with which they are generally satisfied and assessed its presentation as a socially and ethically responsible. A very high correlation between these two variables is observed on a sample of travellers from Spain, while a correlation of medium intensity is observed in Turkey, Serbia, and Italy. Although there is an indicated correlation between satisfaction and loyalty in Egypt, it is of a low intensity. These results confirmed that if customers were dissatisfied with the presentation of tourist services and the tourist service itself, they would decide not to travel with the same company, and that would result in reduction of the number of customers, and thus, indirectly, in reduction of market share of that tourist service company.
Discussion
The results of the research and the null hypothesis Ho lead to the conclusion that the expected results are achieved in accordance with the null hypothesis, namely that mechanisms and problems are defined that arise in e-commerce and online promotion of tourist services at local and global levels Hotspots of socially irresponsible business operation have been identified and it is now evident how the tourist service users are informed about the necessity to apply the concept of socially and morally responsible advertising.
The conducted research included checking if travellers are informed about the basic features of socially and morally responsible on-line advertising (Table  4) . Between 6% and 19% respondents, depending on the country, stated that their first association was business in accordance with the law and moral principles. Percentage of respondents in all countries where the vast majority (47%-68%) of travellers are not fully familiar with the concept of socially responsible on-line presentation of tourist services is alarming. The respondents associate legal protection with the concept of social responsibility, and believe that tourist-service companies mostly comply with it. The exceptions are Egypt and Turkey, where the passengers mostly believe that travel agencies often do not abide by the law or socially responsible e-commerce.
The next part of the research is dedicated to the cultural and technological differences on the use of modern technology in online advertising in the analyzed countries (Table 5) . We have found that high percentage of passengers in technologically more advanced and religiously more liberal countries (Italy, Spain and Serbia) use the Internet as a marketing channel (over 60%). The situation is different in Egypt and Turkey, where passengers less frequently choose online advertising (less than 60%), stating the reasons such as cultural and religious barriers, underdeveloped technology, unavailability or a weak Internet connection, etc.
The following research question concerns the motives and trust of the users who use this kind of service (Table 6 ). The results show that the average highest trust in on-line purchase is expressed by travellers from Serbia. Lower level of trust is showed by Italians and Spaniards, while Turkish and Egyptian respondents trust on-line presentation of tourist offers the least. The survey found ( Table 7 ) that website design, as well as information presented, can significantly affect the perception of potential travellers about whether a tourist service company will behave in a socially responsible manner and whether it will actually realize everything from the on-line offer. The trust of Spanish and Italian travellers in on-line presented arrangements is mostly influenced by the number of tourist offers, while Serbian travellers highly appreciate accurate information. In Turkey, none of the features offered by the author is identified as a predictor of trust in on-line tourist offers. Overall satisfaction with arrangement purchase or booking made on the Internet varies between countries that participated in the survey. High dissatisfaction is present in Egypt and Turkey, while Serbian travellers have generally positive experience with on-line purchase, approximately 35%.
The most common reasons why customers do not purchase on-line (Table 8) are the lack of trust in the accuracy of information (38%-50%) and lack of information (20%-30%). In order to improve this kind of trade, the research was aimed at determining what would motivate passengers to purchase travel arrangements on-line. Reliability of the information presented on the website (50%-10%) in all countries stands out as the most important motivator. Given the previously determined predictor of trust -the number of tourist offers and their precise presentation, the tourist service companies should take into account these two characteristics in presenting their tourist offers on the website. Consequently, good website design can increase the trust of potential customers, and persuade them to use the services of a travel agency.
Further aim of the research was to determine the correlation between overall satisfaction with the service promoted and decision to again purchase travel arrangements via the same website (Table 10 ). The research shows that travellers from all surveyed countries are loyal to the agency in which they previously purchased a travel arrangement, and with which they are generally satisfied. A very high correlation between these two variables is observed on sampled travellers from Spain (r=0,718), the correlation of medium intensity was found in Turkey (r=0,537), Serbia (r=0, 568) and Italy (r=0, 467) , while an indication of correlation between satisfaction and loyalty is observed in Egypt (r=0,342). Such obtained data show that satisfaction and loyalty of customers directly reflect on the business of tourist service companies. If the users were satisfied with the way how tourist service was presented, they would decide to purchase again from the same company. Such action results in increasing number of customers and attracting new tourists, and therefore, it directly increases profits, business efficiency and market share of such company.
Finally, null hypotheses Ho was tested, saying that application of the social responsibility concept through website presentations brings benefit to tourist companies in the form of satisfied and loyal customers. Table 9 shows that users of tourist services, besides legal protection (Table 4) , consider the reliability of resented information as the most important feature of socially and morally responsible on-line advertising. Such reliability refers to the most accurately presented information concerning the service itself, payment methods, booking, etc. As an additional mechanism for checking reliability, the respondents state the number and accuracy of information, layout of internet presentations, etc. (Table 7) . Such reliable information and their precise and transparent advertising on the websites affect the company's positive image in the public and achieving customer loyalty and customer satisfaction. Correlation analysis showed that the ratio of total satisfaction with on-line offer and the decision to purchase arrangements in the same travel agency again is statistically significant (Table 10 ). It was found that service users who are satisfied with how travel arrangements are advertised on-line remain loyal to that travel agency, which can result in a larger number of loyal passengers and therefore greater profit and market share of the company. These results and the above facts confirm null hypothesis Ho and conclude that the application of the social responsibility concept in e-commerce and advertising brings benefit to companies in the form of satisfied and loyal customers.
Conclusion
Conducted research was primarily aimed at highlighting the importance of socially responsible e-commerce and marketing in on-line promotion of tourist services. Importance is reflected in terms of obtaining satisfied and loyal customers. Understanding the concept of social responsibility requires, above all, the necessity of defining social and moral issues that arise in promoting products and services via the web site. The problems range from presenting false, outdated and misleading information, the use of complicated and nontransparent websites, to deliberate concealment of relevant information that could significantly influence the customer's choice. It is necessary to raise the awareness of market entities over the existence of such problems in ecommerce and advertising, and to refocus on-line marketing strategies from identifying needs, desires and interests of target markets, towards their satisfaction, in a manner better than competition's, which should maintain or improve the well-being of customers and society.
In this context, we propose to establish a model of socially responsible ecommerce and marketing that should be generally binding on all on-line advertisers. Acting under a given model guarantees to potential customers that the information concerning the promoted product or service is reliable, accurate and up to date. The ultimate goal of such model is to create loyal customers and improve the quality of on-line advertising. Such a model of socially responsible e-trade should be based on four main components, namely: legal protection, business and technical standards, international quality standards, and codes of conduct.
Figure 1. Model of social responsibility
Source: author
In terms of legal protection, the applicable regulation regulating e-commerce and advertising should prevail, such as: Advertising Law, Consumer Protection Law, Law on Information, etc. Business and technical standards regulate a wide scope of business activities from pre-contractual obligations, conclusion of sales contract, rights, obligations and behaviour of employees, cost, quality, to post-contractual obligations and care for customers. They are complemented by ISO international quality standards, which define the basic rules for on-line advertising, arrangement, service and image of websites, etc.
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Finally, the last component is codes of socially responsible behaviour, which should direct staff to socially and ethically responsible business behaviour, clearly specifying their obligations to customers and the market. In this way they become "human capital" that will make profit in a socially and morally acceptable way, achieving satisfaction of customers and the public, and the company.
